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Quiz #04 | “Differentiate or Die”
Main Points:
(1) The proposition must be strong: i.e., “the proposition must be so strong that it can move the mass millions” p3 ***E.G., when reeves wrote of being different, the world was an easier place. Global competition did not exist; in fact, real competition barely existed. Today, many companies have sales figures that dwarf the gross national product of some countries – the top 500 global companies represent 70 percent of the world’s trade. And the big keep getting bigger. p3 ***IMP., “Mergers and acquisitions are the rule of the day and competitors are tougher and smarter than ever before.” p3.
 (2) Differentiate yourself from competitors: i.e., “Psychologists have come up with four functions that help people make these decisions -- intuition, thinking, feeling and sensing.” p3 ***E.G., you would by eggs from anyone in the fruit market since nothing distinguish sellers. ***IMP., “.., in order to differentiate yourself from competitors, you must offer an option that competition cannot or does not. To do so successfully, you should recognize how customers make decisions based on differentiation.” p3.
(3) To get around a price attack, leader has to do something special: i.e, “The leader can go to its biggest customers and do something special.” p4 ***E.G, Nike, for instance, offered the athletic shoe store chain Foot Locker the Tuned Air, a $130 shoe made exclusively for the chain. So far, so good: Foot Locker has ordered a million pairs thus far, and expects to sell $200 million worth. p4 ***IMP., something special means something new, something unusual.
Action Steps:
(1) Differentiation Step 1: Make sense in context: “Arguments are never made in a vacuum; there are always competitors swimming around you, making arguments of their own. Your message must make sense in the context of the category; it must start with what the marketplace has heard and registered from your competitors.” p5.
(2) Differentiation Step 2: Find the differentiating idea: “Your “differentness” does not have to be product-related. There are many ways to set your company apart; the trick is to find that difference and use it to set up a benefit for your customer.” p5.
(3) Differentiation Step 3: Have credentials: “Claims of difference without proof are simply empty claims. A “wide track” Pontiac must be wider than other cars. As the “world’s favorite airline” British Airways should fly more people than any other airline. When it’s “Hertz or Not Exactly,” there should be some unique services that others don’t offer.” p5.
Most Useful Point:
Differentiation Step 3: Have credentials: “To build a logical argument for your difference, you must have the credentials to support your differentiating idea, to make it real and believable. If you have a product difference, you should be able to demonstrate it; that demonstration, in turn, becomes your credentials.” p5.
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